Market orientation is an activity to develop an understanding of current and future customer needs. Marketing-oriented organizations have an organizational culture or set of values and beliefs to serve customer needs. Based on the theoretical framework of a marketing orientation, which need to be considered are the customer orientation, Competitor orientation, Focus on the long term, Interfunctional coordination. Marketingoriented organizations are those that have a marketing-led organizational culture. The study was conducted on employees at Ciputra Group with 337 respondents. The results of the study showed that there was no effect of the competitor orientation on the marketing-led organizational culture. The influential dimensions are customer orientation, Focus on the long term and Interfunctional coordination.
6th ICOEN 2019 coordination by using all resources to create value for customers, and culture a strong organization that is able to connect employee and managerial behavior with customer satisfaction. [5] explained that the concept of marketing, consumerslocated in the center of operations or known as pivot points, so the direction of the businessthe company is trying to adjust to achieve the best interests and proportional from all parties related to the company's business. Marketing-led organizational culture that is only customeroriented can indeed provide direction for the organization. Organizations try to reach their customers by all means, for example by giving customers more choices, big promotions, and offers to stimulate purchases, and target aggressive salespeople. But this can cause customers to be confused because the promotions are too complicated. [4] state that the role of employees in the forefront and yang support it (employees on the back), very important for the success of a service organization, because in addition to having a role in providing services, they also affect the perception of the buyer. Based on the theoretical framework of a marketing orientation, there needs to be another dimension to consider, namely Competitor orientation, Focus on the long term, Interfunctional coordination. Marketing-oriented organizations are those that have a marketing-led organizational culture. Based on a theoretical framework, a hypothesis is proposed: 
Methods and Equipment

Methods
This research collected data that was used by using a questionnaire. 
Sample, data collection and respondents
Results
This study uses parametric statistics and the results of the assumption of normality of distribution, linearity and colinearity are as follows. For multicollinearity testing, multicollinearity testing is used by looking at the value of Variance Inflation Factor (VIF). The criteria used is if VIF <5, it is said that there are no symptoms of multicollinearity. The heteroscedasticity test is to see whether there is an unequal variance from one residual to another observation. The results showed that the points spread and did not form a certain pattern thus concluded no heteroscedastity occurred.
Regression calculation results show that the value of t calculated customer orientation, focus on the longterm and interfunctional coordination shows higher when compared to t table (0.005) which is 1.984, meaning the variable Customer Orientation 
Discussion
The importance of customer orientation is absolutely inseparable in marketing orientation. In addition, there is also a need for a long-term marketing strategy and forget 6th ICOEN 2019 about good cooperation between functions or departments within the organization.
Many companies still view marketing as a matter of marketing department. This can no longer be done. Every element in the company must have an organizational culture led by marketing (market-led organizational culture).
From the results of this study, it seems that orientation to competitors is not a significant thing to note. It seems that this is in line with various views that a successful entrepreneur should not focus on wasting time and energy paying attention to competition, but instead focuses on customers and company operations. One entrepreneur who believes this is Jack Ma. [3] worry if marketers monitor and looking at statistical results in the field of marketing, there will be rigidity in marketing concepts. On the other hand, many research results also show the importance of paying attention to competitors and conducting competition analysis. aware of this, it seems that there needs to be a model or approach that is more effective in dealing with competitors.
Conclusion
The study was conducted on employees at Ciputra Group with 337 respondents. The results of the study showed that there was no effect of the competitor orientation on the marketing-led organizational culture. The influential dimensions are customer orientation, Focus on the long term and Interfunctional coordination.
